The study assessed customer perceptions of cellular phone services (five), attributes/features (twelve) and factors (four) impacting on selection/preference. The empirical study was undertaken in KwaZuluNatal and comprised of 476 cell phone subscribers, drawn using the multi-stage sampling technique. Data was collected using a self-developed, closed-ended, precoded questionnaire, the reliability of which was assessed using Cronbach's coefficient alpha. Data was analysed using descriptive and inferential statistics. The results indicate that the most important cell phone service is the short messaging/multi-media systems and the most important attribute is the battery life. Other significant services and attributes/features were also noted. The factor having the greatest influence on selection/preference of the cell phone was related to having the latest technology. Age reflected the most significant biographical correlates whilst gender differences were not noted. The key findings were graphically depicted in a flowchart and recommendations were made in terms of market segmentation, product design, product development and, promotional and marketing strategies.
INTRODUCTION
Cellular phones have become part and parcel of the communication landscape in many urban and rural areas in Africa, with growth from one in fifty people in 2000 to one in three people in (de Bruijn et al., 2009 . A cell phone is basically a complex radio that can make and receive calls, store information, record tasks, keep track of appointments and set reminders, send or receive emails, get information, enable the use of the internet and one to play games (Rapid assessment of cell phones for development, 2007). Cell phones are personal devices that allow people to stay in touch with others wherever they go and are now mini computers. For many Africans, a desktop or laptop is unaffordable but a cell phone is within reach.
Although the cell phone technology was discovered in 1940, it became commercially available in 1970. The first cell phone was introduced to the market in the early 1980's in Finland. At this stage, the cell phones were large and expensive, suitable only for installation in motor vehicles. Ten years after the introduction of such phones, the cost of cell phones decreased and was available as a consumer product in the early 1990's. During the introductory phase in 1990, there were only 11 million cell phone subscribers worldwide that subsequently increased to 35 million in 1994 and 320 million in 1998. In 2001, subscription increased further to one billion, exceeding the number of internet subscription of 420 million users worldwide. The innovation in wireless technology and competition among cellular network operators has resulted in the growth of the cell phone market (Simpson and Dore, 2007) . The invention of combination devices like BlackBerry and web-capable cell phones have made people, by choice, 'constantly' available socially to friends and family and, to business associates (Schiffman and Kanuk, 2007) .
SOUTH AFRICAN CELL PHONE INDUSTRY
South Africa has a rich and growing cell phone industry and is Africa's most profitable cellular market, followed by Nigeria, Kenya and Egypt (Goldstuck, 2009) and is the world's fourth fastest growing global system for mobile communications (GSM). The South African cell phone infrastructure is the most extensive in the world, consisting of 880 000 km 2 (including sea) and generating telecommunication access to 92% of the population. Since 1994, the South African cell phone industry has become a multi-billion rand business with a 57% population penetration rate, accounting for 27 million cell phone subscribers in 2005 (Sikiti da Silva, 2008) . Unlike the fixed telecommunication infrastructure operated, in the main, by one organisation (Telkom), there are three network operators competing in the cell phone industry. The operators are Vodacom with the largest market share in South Africa, followed by Mobile Telecommunications Network (MTN) (largest market share in Africa) and Cell C with the smallest market share (South Africa's cell phone industry, 2008).
Vodacom and MTN were established in 1993 and launched its services in 1994. Cell C was established and launched its services in 2001. Cell C initially provided services through a 15 year agreement with Vodacom, as it rolled out its network of base stations with the intention of developing access networks for the metropolitan areas by the end of 2004 (Falconer and Neilson, 2007) . The cell phone industry is regulated by the Independent Communications Authority of South African (ICASA), mainly through the Electronics and Communications Act, 2005 (Act No. 36 of 2005 and the Competition Act, 1998 (Act No. 89 of 1998 . ICASA also resolves disputes as they arise (Malebanye, 2007) . A significant point to consider is that the South African cell phone industry is organised by removing customers from the cellular network operators. While the network operator is responsible for establishing the physical network, providing technical support and devising products, the service providers are responsible for the actual selling of air time contracts and more dayto-day contact with customers (Simpson and Dore, 2007) . Furthermore, South Africa has the largest cellular network because 80% of the South African population live in rural areas where only 20% of the fixed telephone networks are installed. As a result, the lack of telecommunication access in the rural areas of South Africa emphasized the need for cellular networks in these areas (Mureithi, 1997) . Towards the end of 2006, the total number of cell phone subscribers worldwide approached 2.5 billion. As the growth continued steadily, competition became very fierce, resulting in the declining voice average revenue per user (ARPU), that is, the standard measure of revenue from cellular network operators to generate revenue for the respective enterprises (Malebanye, 2007) . As a result, the cell phone operators were asked to improve their networks and customer-care services or face penalties as cell phone subscribers were experiencing poor service reception, such as dropped calls, even in metropolitan areas (Mutula, 2002) . The future growth of the cell phone market had reached saturation point and the South African potential reached a 50% market penetration with 10 million users (Reuters, 2002) . Today, the cell phone penetration rate in South Africa is 84%, and the total African cell phone subscriber base is roughly 280.7 million people (30% of the total) (Africa Fact Book, 2008) . Furthermore, the total African cell phone subscriber base is expected to reach 561 million (53.5%) by 2012 (Africa Fact Book, 2008) . Furthermore, there is a general consensus in South Africa and worldwide, that the revenue from voice calls is slowly reaching saturation; hence, cellular network operators and service operators are directing their resources to other sources of revenue from new to existing subscribers.
The globalisation of the business world, customer retention, market economics and customer relationship management trends influenced the change in marketing thinking. From the late 1970's, greater emphasis was being placed on marketing relationships with the aim of developing long-term relationships with their customers in order to improve enterprise profitability (Agrawal, 2006) . Whilst relationships were given cognisance in the preindustrial era, the industrial revolution, emphasized mass production. With the technological advances in the recent years, it is now possible for large enterprises to get close to the customer again (Anon, 2004) . The customer relationship aspect of marketing entails a process of learning as much as possible about customers and directing all activities of the enterprise towards satisfying the customers. The extended marketing concept incorporated the following three aspects:
i. Determine what the customer wants and then produce it; ii. Adopt an integrated organisational effort to achieve the objective of customer satisfaction; iii. Effectively market goods and services that will provide long-term profitability (Gordon, 1998) .
From the aforementioned, it can be concluded that a cell phone enterprise's success is highly dependent on the extent to which it can integrate customer knowledge (needs, wants and preferences) with the organisation's intellectual, creative capacity and skills (Zeithaml et al., 2006) . Since it costs five times more to acquire a customer in the cell phone industry, retaining this customer is the critical first step to success. The goal of retaining customers is to reduce defection for a specified time frame since the rate of defection is very high (about thirty percent) in the mobile telecommunications industry. However, creating and retaining customers is a difficult task. Customers face a variety of product and brand choices, prices and vendors and they choose the offer that they believe will give them the highest values (Kotler and Keller, 2006) . A customer-focused strategy that coordinates people, processes and technology is essential. The focus of the enterprise must be on high value customer segments to ensure their retention and revenue growth through tailored and excellent customer services (Agrawal, 2006) . A competitive advantage can be achieved through the identification and satisfaction of customer needs better than and sooner than, competitors. It is, therefore, essential to assess the needs and wants of the current and future customers by engaging in various activities undertaken by the marketing function. These activities are components of the marketing function and include, amongst others, designing and managing product offerings, determining pricing strategies, developing distribution strategies and communicating with existing and potential customers. The goal of the marketing function is to create customer satisfaction by building profitable relationships with its customers.
However, such relationships can only be effectively established by understanding the needs of consumers and the mental activities that they undergo in order to satisfy a need, that is, the consumer decision-making process. As one progresses through the five stages in the generic consumer decision-making process (Cant et al., 2006; Peter and Olson, 2008) , numerous individual and environmental factors influence the consumer, thereby making the process even more complex. For example, in the first step, problem recognition, which is a felt need, may be triggered by information stored in memory, individual and environmental influences such as social influences, especially in the cell phone industry where cell phones may be seen as a status symbol. The second step, the search for and processing of information, provides insight into the internal and external searches that consumers engage in and the level of consumer involvement, perceived risk and badge value, all of which are crucial in the cell phone market. Laurent and Kapferer's (1985) cited in Blythe (2008) five-factor model for assessing involvement is particularly applicable in cell phone selection/preference. Laurent and Kapferer (1985) cited in Blythe (2008) believe that product involvement is influenced by risk importance, personal interest, sign value, probability of making a bad purchase and pleasure value. The third step, evaluation of alternatives is critical to understanding the consumer as he/she identifies alternate solutions to a problem and assess the relative merits and demerits of each. This is where the consumer uses evaluative criteria which are the standards, characteristics or specifications used by consumers to compare different products and brands (Cant et al., 2006) and determinant attributes, that is, the features that consumers actually use to differentiate among their choices (Solomon et al., 2010) or perceptual mapping, which ranks similarity between pairs of alternatives (Hawkins and Mothersbaugh, 2010) . The evaluative Maharaj and Parumasur 12779 criteria for buying a cell phone may entail evaluating services such as the short messaging system (SMS), multi-media system (MMS), internet/e-mail, entertainment/recreational, organiser (personal electronic calendar or diary), camera and cell phone attributes like size of screen, weight, colour/appearance, accessories, battery life, quality of transmission, ease of use, postpurchase service, reliability, usage/experience, value, overall quality. Also, particularly prevalent in the cell phone purchases is the evoked set, which relates to the specific brands/models a consumer considers in making a purchase and is generally a small number of brands/models the customer is familiar with, recalls directly from memory and finds acceptable (Schiffman and Kanuk, 2007) and forms part of the consideration set, that is, a segment of all possible alternatives (Peter and Olson, 2008) . The types or models of consumers/ shoppers, namely, economic, passive, emotional and cognitive (Schiffman and Kanuk, 2007) also influences the choice of product because consumers buy those products towards which they hold favourable and have positive attitudes towards and which are in keeping with their personalities. Evaluation of alternatives brings the consumer to the fourth stage, which is, buying the most desirable alternative. The final stage, post-purchase evaluation is where the consumer evaluates the performance of the product or service in relation to the evaluative criteria and the result may be satisfaction, dissatisfaction or post-buying conflict or dissonance. Whilst satisfaction may lead to repeat purchases or loyalty, dissatisfaction can result in complaint behaviour and brand switching. Dissonance, that is, post-purchase regret, occurs when commitment to a particular choice of product has caused the consumer to forego the attractive features of the unchosen alternative. Due to the array of competitive offerings in the cell phone market, dissonance can easily occur. Undoubtedly, satisfaction of cell phone users is key when the focus is on customer retention and developing strategies to stimulate usage of high speed mobile data transmission (Malebanye, 2007) ; thereby making the primary goal to keep and grow customers.
Customer satisfaction has the potential to increase an enterprise's customer base and create a positive image/reputation. The marketing department, however, cannot accomplish this holistic goal by itself. It has to work with other functional departments within and outside the enterprise in order to create a value delivery system that will build positive relationships with its customers, thereby making the marketing function a cross-functional process (Gronroos, 2004) . It is therefore apparent that every person within the enterprise has to strive towards creating and delivering superior customer value and satisfaction (Kotler and Keller, 2006) ; hence, emphasizing the importance of relationship marketing.
Customer satisfaction can be enhanced through managing customer relations by developing positive relationships with customers before, during and after the purchase (Zeithaml et al., 2006) . Customer relations vary by product, industry and customer. Since cellular telecommunication enterprise's products and services are duplicated in the industry, there is continuous competition for customer's share and an increasing need to build loyal customers through effective customer relationship management activities (Omotayo and Joachim, 2008) . Successful enterprises strive to build long-term relations with their customers.
Clearly, the customer relations dimension of marketing seeks to build customer loyalty by fulfilling the promises and satisfying customer wants and needs on an ongoing basis. Customer oriented marketers perceive making a sale, not as an end to a transaction, but rather as the beginning of a relationship. Hence, the emphasis is on developing and maintaining mutually satisfying long-term relationships with customers (Buttle, 2004) . The goal of relationship or personalised marketing, unlike in transactional marketing, is not an exchange per se but the core phenomenon is to achieve continuous purchases and cross selling opportunities (Gronroos, 2000) . This change was driven by conditions such as intense global competition, greater fragmentation of markets, greater emphasis on quality and the changing buying patterns of customers. Enterprises engaging in positive image building activities such as building trust, reputation and creating positive personal statements have a favourable effect of tying customers to the enterprise by building impersonal switching barriers. Hence, relationship marketing seeks to establish long-term committed, trusting and co-operative relationships with customers, characterised by openness, concern for the delivery of high quality goods and services, responsiveness to customer suggestions, the willingness to sacrifice shortterm advantage for long-term gain (Bennett, 1996) and creating networks and interaction (Gummerson, 1999) and bonds with customers (Botha et al., 2004; Christopher et al., 2002) .
The key to identifying the cell phone subscriber's personality is to examine the influence that biographical variables such as age, marital status, occupation, language and gender would have on consumer buying behaviour and thus, inform marketers on how the target market will respond to marketing activities by the enterprise (Cant et al., 2006) .
In order to enhance retention in the cell phone market, this study aims to understand the customers' perceptions of the cell phone services, attributes/features and of the factors impacting on cell phone selection/preference. In this regard, the study aims to:
1. Assess the level of importance that cell phone users attach to intrinsic cell phone services (SMS/MMS, internet/e-mail, entertainment/recreational, organiser, camera). 2. Assess the level of importance that cell phone users attach to cell phone attributes/features (size of screen, weight, colour/appearance, accessories, battery life, quality of transmission, ease of use, post-purchase service, reliability, usage/experience, value, overall quality). 3. Determine the frequency of cell phone use. 4. Evaluate user's perceptions of the factors (network, brand, latest technology, subscription fee) that influence their cell phone selection/preference. 5. Assess biographical correlates (age, marital status, occupation, language, gender) with regards to level of importance attached to cell phone services and attributes/features, and the factors influencing cell phone selection/preference respectively.
RESEARCH DESIGN Participants
Data was collected from cell phone subscribers living in the province of KwaZulu-Natal who were extracted using multi-stage sampling based on units. Initially, 25 districts (units) in KwaZuluNatal were identified and then a sample of five streets per district was selected from the ratepayers list of residential street addresses. Selected streets were numbered and coded for administrative purposes. Thereafter, another sample was drawn from within the sample whereby every third house was selected in the chosen street and the subscribers in each house that volunteered to participate made up the sample of the study. The final sample comprised of four hundred and seventy six (476) respondents and was considered to be suitable as Leedy and Ormond (2005) assert that when the population is 5000 units or more, the population size is irrelevant and a sample size of 400 is adequate. In addition, the sample of the respondents utilised were based on their willingness to participate in the study and where it was safe for the researcher to have access to respondents' information. The composition of the sample in terms of the biographical data requested in depicted in Table 1 .
Measuring instrument
Data was collected using a self-developed, pre-coded questionnaire comprising of two sections that fulfilled the objectives of this study, namely, biographical information (age, marital status, occupation, language, gender) and cell phone (services, attributes/features, factors impacting on selection/preference). The biographical information was measured using a pre-coded, nominal scale, the cell phone services and attributes/features were measured using a 1 to 5 point itemised scale ranging from unimportant (1) to very important (5) and the factors influencing cell phone selection/ preference were measured using a 1 -5 point Likert scale ranging from strongly disagree (1) to strongly agree (5).
Procedure
In-house pretesting was conducted and pilot testing was done by administering the questionnaire to 15 subscribers drawn using the same processes and procedures used when extracting the final sample. The pilot testing confirmed the suitability of the wording and design of the questionnaire. The questionnaire was administered by the researcher or a trained research facilitator to the cell phone subscribers residing in KwaZulu-Natal over a seven week period. 
Statistical analysis
The reliability of the questionnaire was assessed using Cronbach's coefficient alpha and generated an alpha of 0.910 thereby indicating a high level of inter-item consistency and reliability. Data was analysed using both descriptive and inferential statistics. In terms of the latter, analysis of variance and t-tests were used to assess the influence of the biographical variables on cell phone services, attributes/features and the on users' perceptions of the influence of the factors in cell phone selection/preference. The Post Hoc Scheffe's Test was used to indicate exactly where the differences, if any, lie.
RESULTS

The cell phone
Respondents were asked to indicate the importance of the intrinsic cell phone services on a 1 (unimportant) to 5 (very important) point scale (Table 2) . From Table 2 , against a maximum attainable score of 5, it is evident that customers use intrinsic cell phone services in varying degrees, which in descending level of usage are:
ii. Organiser (Mean = 3.53) iii. Camera (Mean = 3.52) iv. Internet/e-mail (Mean = 3.41) v. Entertainment/recreational (Mean = 3.15)
Evidently, the majority of the respondents (87.2%) perceive that the short messaging system (SMS) and the multi-media system (MMS) are either important (37.4%) or very important (49.8%) to them. The lowest mean score obtained was for entertainment/recreational with 50.3% of the users indicating that this function is either important (31.4%) or very important (18.9%) to them. The mean range of 3.15 to 4.22 does, however, indicate that all these product functions or services are rather important to the users although some are clearly more important than others. Respondents were then asked to indicate the importance of the various cell phone product characteristics on a 1 (unimportant) to 5 (very important) point scale (Table  3) . Table 3 indicates a profile of cell phone features that users seek when they engage in the purchase process. It also depicts that users view these product attributes of the cell phone in varying degrees of importance, which in descending level are: Table 3 indicates that the highest mean score was obtained for battery life with the majority of the respondents (71.2%) indicating that the battery life is a very important feature and a further 23.1% revealed that it is an important feature. Although having the lowest mean score (Mean = 3.58), the weight of the cell phone is considered to be fairly important. The mean score values against a maximum attainable score of 5 indicate that the cell phone attributes are viewed as ranging from being fairly to very important to users. The impact of four factors (network operator, brand, technology, subscription fee) on the selection phase of the cell phone purchase process was also evaluated using a 1 to 5 point Likert scale, ranging from strongly disagree to strongly agree respectively (Table 4) . Table 4 indicates the four factors perceived by users as influencing the cell phone selection process in varying degrees, which in descending level of impact are:
i. Choice of cell phones with the latest technology (Mean = 3.91) ii. Selection of the network operator (Mean = 3.72) iii. Cell phone brand irrespective of the price of the contract or subscription fee (Mean = 3.22 each) From a technological perspective, a significant percentage of the users (35.5% agree and a further 38.7% strongly agree) prefer using cell phones with the latest technology. Perhaps, the technological advancement in the cell phone trends play a critical role in the telecommunications industry, thus obtaining the highest mean score with the lowest mean score being attributed to the choice of the brand. However, the mean score values against a maximum attainable score of 5 indicate that all four factors have the potential to impact on the cell phone selection process to a fair extent with latest technology having the greatest influence. The implication, however, is that these cell phone buyers may engage in brand switching if they see another product with the latest technological advancements. The frequency of use of the cell phone per day was also assessed (Table 5 ). Table 5 demonstrates that most respondents (32.4%) use the cell phones between two to five times a day, whilst 26.9% of the subjects use it more than ten times a day. The fact that 20% of the users do not know how often they use their cell phone may indicate that they are oblivious of its usage (that is, they use it so many times a day that they lose count) or that they are impulsive users.
The influence of biographical data
The influence of biographical data on the perceptions of users with regards to cell phone services, attributes/ features and factors influencing their cell phone selection/ preferences were evaluated using inferential statistics.
Hypothesis 1
There is a significant difference in the level of importance attached to cell phone services amongst users varying in biographical profiles (age, marital status, occupation, language, gender) respectively (Tables 6 to 10). Table 6 reveals that the users in the various age groups reflect significant differences for each of the cell phone services at the 1% level of significance, except for the cell phone service of using the organiser. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to each of the cell phone services, it was found that users between 18 to 40 years of age attached a higher level of importance to these services (SMS/MMS, internet/e-mail, entertainment/ recreational, camera) than older users. Thus, H 1 is partially accepted in terms of differences in importance attached to cell phone services based on age. Table 7 reveals that the users in the various marital groups reflect significant differences for each of the cell phone services at the 1% level of significance, except for the cell phone service of using the organiser. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to each of the cell phone services, it was found that users who are single attached a higher level of importance to these services (SMS/MMS, internet/e-mail, entertainment/ recreational, camera) than married, widowed and divorced respondents. Thus, H 1 is partially accepted in terms of differences in importance attached to cell phone services based on marital status. occupational groups reflect significant differences for three cell phone services (internet/e-mail, entertainment/ recreational, camera) at the 1% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to each of the cell phone services, it was found that students attached a higherlevel of importance to these services (internet/e-mail, entertainment/recreational, camera) than users in all other occupational groups. Thus, H 1 is partially accepted in terms of differences in importance attached to cell phone services based on occupation. Table 9 reveals that the users in the various language groups reflect significant differences for the cell phone organiser service at the 1% level of significance and the camera at the 5% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to the organiser and camera features, it was found that Zulu speaking users attached a higher level of importance to these services than English and Afrikaans speaking groups. Thus, H 1 is partially accepted in terms of differences in importance attached to cell phone services based on language. Table 10 indicates that the respondents in the gender groups reflect no significant differences for all the cell phone services. Thus, H 1 may not be accepted in terms of differences in importance attached to cell phone services based on gender.
Hypothesis 2
There is a significant difference in the level of importance attached to cell phone attributes/features amongst users varying in biographical profiles (age, marital status, occupation, language, gender) respectively (Tables 11 to  15 ). Table 11 reflects that the users in the age groups present significant differences in the level of importance attached to some of the cell phone features (size of screen, colour/appearance, accessories, overall quality) at the 1% level of significance. Furthermore, they reflect significant differences in the level of importance attached to the weight of the phone, ease of use and reliability at the 5% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to the cell phone features, it was found that users in the 18 to 29 age groups attached more importance to the size of screen, weight, colour/appearance, overall quality and accessories. However, users in the 56 to 65+ age group attach more importance to ease of use and reliability of the cell phone.
Table 11 also reflects that there are no significant differences in the level of importance that users in the various age groups attach to the other features of the cell phone (battery life, transmission of data, post-purchase service, usage/experience, value). Thus, H 2 may be partially accepted in terms of differences in importance attached to cell phone attributes/features based on age. Table 12 indicates that the users in the various marital groups reflect significant differences in the level of importance attached to some of the cell phone features (size of screen, colour/appearance, ease of use, overall quality) at the 1% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. It was found that users who are single attach a higher level of importance to the size of the screen, colour/appearance and overall quality of the cell phone. Furthermore, it was also noted that married and widowed users attached more importance to the ease of use features than users in the other marital groups. Table 12 also reflects that no significant differences were found in the level of importance that users in the various marital status groups attach to the other features of the cell phone (weight, accessories, battery life, transmission of data, post-purchase service, reliability, usage/experience, value). Thus, H 2 may be partially accepted in terms of differences in importance attached to cell phone attributes/features based on marital status. Table 13 indicates that the users in the various occupational groups display significant differences in the level of importance attached to the colour/appearance of the cell phone at the 1% level of significance. Furthermore, they reflect significant differences in the level of importance attached to the size of screen, weight, accessories and ease of use of the cell phone at the 5% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to the size of the screen and weight features, it was found that users in the technical and self-employed occupational categories attached more importance to these features than users in all other occupational groups. Furthermore, it was noted that students and self-employed users attached a higher level of importance to the colour/appearance and accessories features than users in all other occupational groups. With regards to the ease of use, it was noted that home executives and self-employed users attached a higher level of importance than users in other occupations. However, no significant differences were noted for the level of importance attached to the other cell phone features (battery life, transmission of data, post-purchase service, reliability, usage/experience, value, overall quality). Thus, H 2 may be partially accepted in terms of differences in importance attached to cell phone attributes/features based on occupation. Table 14 indicates that, the users in the various language groups reflect significant differences in the level of importance attached to some of the cell phone features (ease of use, post-purchase services, reliability, usage/experience) at the 1% level of significance. In addition, significant differences were noted for the accessories and value features at the 5% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. With regards to the ease of use, postpurchase services, reliability, usage/experience and value features, it was found that English speaking subjects attached a higher level of importance to these features than Afrikaans and Zulu speaking subjects. On the other hand, it was noted that Zulu speaking subjects attached a higher level of importance to the accessories feature than English and Afrikaans speaking users. However, no significant differences were noted in the level of importance that users in the various language groups attach to the other features of the cell phone (size of screen, weight, colour/appearance, battery life, transmission of data, overall quality). Thus, H 2 may be partially accepted in terms of differences in the level of importance attached to cell phone attributes/features based on language. Table 15 reveals that male and female users reflect no significant differences for each of the cell phone attributes/features. Thus, H 2 may not be accepted in terms of differences in the level of importance attached to cell phone attributes/features based on gender.
Hypothesis 3
There is a significant difference in the perceptions of the (Tables 16 to 20) . Table 16 indicates that the users varying in age reflect significant differences in their perceptions of the extent to which the latest technology influences their selection/preference for a cell phone. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. It was noted that users between 18 to 40 years of age attached a higher level of importance to choosing a cell phone which is the latest technology than all other users. However, no significant differences were noted in users' perceptions of the influence of network, brand and subscription fees on cell phone selection/preference. Hence, H 3 may be partially accepted in terms of differences in the perceptions of users regarding the factors influencing cell phone selection/preference based on age. Table 17 indicates that the users varying in marital status reflect significant differences in their perceptions of the extent to which the latest technology influences their selection/preference for a cell phone. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. It was noted that users who are single attached a higher level of importance to choosing a cell phone which is the latest technology than all other users. However, no significant differences were noted in users' perceptions of the influence of network, brand and subscription fees on cell phone selection/preference.
Hence, H 3 may be partially accepted in terms of differences in the perceptions of users regarding the factors influencing cell phone selection/preference based on marital status. Table 18 reveals that users varying in occupation reflect significant differences in their perceptions of the extent to which the latest technology influences their selection/preference of a cell phone at the 1% level of significance. A significant difference was also noted in the perceptions of users varying in occupation regarding the influence of subscription fee on the selection/preference of a cell phone at the 5% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. It was noted that students and self-employed users are influenced by the latest technology and subscription fee respectively when choosing a cell phone. However, no significant Table 19 reveals that users varying in language reflect significant differences in their perceptions of the extent to which brand and subscription fee influences their selection/preference for a cell phone at the 1% level of significance. In order to assess exactly where the differences lie, the Post Hoc Scheffe's test was conducted. It was noted that Zulu speaking users are more influenced by cell phone brand and subscription fee than users from the other language groups. However, no significant differences were noted in users' perceptions of the influence of network and latest technology on cell phone selection/preference. Hence, H 3 may be partially accepted in terms of differences in the perceptions of users regarding the factors influencing cell phone selection/preference based on language. Table 20 indicates that male and female users reflect no significant differences in their perceptions of the extent to which the network, brand, latest technology and subscription fee influence their selection/preference for a cell phone. Hence, H 3 may not be accepted in terms of differences in the perceptions of users regarding the factors influencing cell phone selection/preference based on gender.
DISCUSSION AND RECOMMENDATIONS
Importance of cell phone services
Cell phone users considered the SMS/MMS to be the most important service, followed by the organiser and camera, internet/e-mail and lastly, entertainment/ recreational. It is therefore, important for marketers to design promotional packages to incorporate the SMS/MMS service as an attraction feature in promotional campaigns and use it as a selling point. Product design and development can take cognisance of this and create ways to make the use of the SMS more effective.
Importance of cell phone attributes/features
The most critical cell phone attributes were the battery life, followed by overall quality and reliability, postpurchase service, quality of transmission, and ease of use. The least important feature was weight. The results indicate that the cell phone user is a more discerning and rational customer who uses an array of evaluative criteria that favours convenience over aesthetics. The mean score values do reflect that the cell phone consumer does, however, consider all the cell phone attributes to be important. Therefore, marketers need to ensure that their product mix takes cognisance of these without neglecting any of the features. Furthermore, in order to gain a competitive edge, cell phone marketing strategists need to maintain and enhance the current features and design Maharaj and Parumasur 12793 packages to optimize on the key features (Figure 1 ), for example, with the sales of a cell phone provide a voucher for the purchase of the next battery.
Factors influencing cell phone selection/preference
The latest technology is the main factor influencing cell phone selection/preference followed by the network operator, brand and subscription fee. This reinforces the findings that the cell phone user is a rational, discerning customer who wants value for money. Hence, it is important for cell phone design experts to constantly enhance the technological make-up of the phone and ensure that these technological advancements are timeously advertised in order to gain a competitive edge.
Frequency of use
The majority of the users (59.3%) use the cell phone more than 5 times a day. Hence, it is imperative for marketers to aim to retain and enhance the existing customer base. Strategies may be adopted to enhance retention such as loyalty programmes, perhaps those linked to providing 'freebees'. The results also indicate that some users may be impulsive ones and hence, marketers can entice usage through competitions via SMS's and calls.
Impact of biographical variables
Impact of biographical variables on cell phone services
Users varying in biographical data attach differing levels of importance to the various cell phone services. The results reflect that younger users, between the ages of 18 to 40 years, place greater importance on all the cell phone services, namely, SMS/MMS, internet/e-mail, entertainment/recreational and camera than older subscribers. Invariably linked to age, single users also attach a higher level of importance to these cell phone services and students attach a higher level of importance than all other users to internet/e-mail, entertainment/ recreational and camera. Whilst Zulu speaking users attach a higher level of importance to the organiser and camera, males and females attach similar levels of importance to the cell phone services. Evidently, age plays an important role in the importance of cell phone services with younger users (18 to 40 years) being a critical segment to attract and retain whilst gender does not.
Impact of biographical variables on cell phone attributes/features
Users varying in biographical data attach differing levels of importance to the various cell phone attributes/ features. The results indicate that age has a significant influence on the level of importance that users attach to the cell phone features with younger users (18 to 29 years) attaching a higher level of importance to size of screen, weight, colour/appearance, overall quality and accessories and older users (56 to 65+ years) attaching a higher level of importance to ease of use and reliability of cell phone. It is evident that younger cell phone users attach greater importance to cell phone attributes/ features that are visible, have aesthetic value and influence image whilst older users favour convenience and functionality. Invariably linked to age, single users attach a higher level of importance to size of screen and colour/appearance, thereby focussing on image enhancement whilst married or widowed users favour ease of use thereby reemphasizing the need for convenience. In terms of occupation, those in the technical fields and who are self-employed attach a higher level of importance to size of screen and weight, whilst students favour colour/appearance and accessories and home executives and the self-employed favour ease of use. Evidently, students seek image enhancement, the self-employed appreciate convenience and value for money and home executives want convenience. In terms of language, English speaking users place a high level of importance on ease of use, post-purchase service, reliability, usage/ experience and value whilst Zulu speaking users attach a high level of importance on accessories. Again, male and female cell phone users did not differ in the level of importance that they attached to cell phone attributes/features.
Impact of biographical variables on views of the factors influencing cell phone selection/preferences
The results indicate that younger (18 to 40 years), single, and self-employed users select a cell phone mainly on the extent to which it is the latest technology. In addition, the self-employed assess subscription fee, thereby balancing latest technology with good value for money. Zulu speaking users favour brand and subscription fee, thereby balancing image enhancement and good value for money. Again, male and female users displayed no significant difference in their selection/preference of cell phone.
Overall, the results indicate that age, but not gender, plays a pivotal role in the cell phone industry. Hence, taking cognisance of the key results of the study, marketers may strategically and diplomatically use age in cell phone design, development, promotional and marketing strategies and in segmentation (Figure 1 ).
Conclusion
Africa is facing a rapidly evolving cell phone landscape where cell phone functionality has progressively Maharaj and Parumasur 12795 developed beyond the traditional voice and SMS, towards, amongst others, cell phone banking, cell phone marketing, cell phone media and cell phone internet access. Even the SMS is being used in innovative ways, for example, human rights abuse notification. This progressive growth has made an in-depth understanding of consumer perceptions and trends critical in assessing the needs of cell phone consumers.
